
Welcome tae Wellpark! 
The fictional Scottish toun that took a modest media budget 
and delivered fantastic results for Scotland’s favourite lager 

with an innovative, digitally-led media strategy.

WELLPARK
visitors guide



What’s  
the problem? 
Tennent’s Lager is at the Heart of Scotland’s culture: from  
T in the Park to the Wellpark Brewery in the heart of Glasgow, 
the brand is iconic and familiar to the young men of Scotland. 
The number 1 alcohol brand by every measure and listed in 
80% of Scottish pubs, bars and clubs.  

But…
In an increasingly competitive and ever changing drinks 
market, Tennent’s faces a huge challenge to stay relevant to its 
core 18-24 male Scottish target, an audience for whom great 
content is always at their fingertips and for whom adblocking 
and skipping is the norm.
So we needed something different. An integrated campaign 
designed entirely for the content and context of each channel it 
appears in. With a media strategy that gets them to embrace 
and share the campaign.



What’s  
the brief? 
The brief was to reinvigorate the brand amongst the core 
target audience of 18-24 males in Scotland. To make them feel 
that Tennent’s is a lager ‘DRUNK BY PEOPLE LIKE ME’. 

The key performance indicators would be measured across 
4 waves of target audience research (targets against people 
aware of campaign in brackets):

SALIENCE 
Heard good things about Tennent’s recently  
(Increase to 29% from a pre-campaign benchmark of 23%)

BUZZ  
(Increase to 22% from 16% benchmark)

CONSIDERATION 
(Increase to 40% from 33% benchmark)

CLAIMED LAST 7 DAYS CONSUMPTION  
(Increase to 43% from 36% benchmark)

DRUNK BY PEOPLE LIKE ME  
(Increase to 58% from 50% benchmark)



What’s  
the budget?
Total Paid Media and Social Budget £200,000
Budget Allocated to Social and online video £60,000
Production & PR £200,000

We need to stop 
interrupting what people 

are interested in & BE what 
people are interested in

Craig Davis



So what is 
Wellpark? 
A radically different content-driven video campaign made up 
of 35 animated sketches that ran across Facebook, YouTube, 
the LadBible, Programmatic Video, Broadcaster VOD, Cinema 
and TV for less than the cost of producing a single traditional 
TV ad. A truly modern communications campaign that 
engaged young Scottish men with more than just views.

Wellpark layered pieces of quality, contextually-relevant 
content across multiple channels to tell a story and change 
consumer perceptions and behaviour.



What were  
the key insights?
Great media planning is driven by insight. The  
three key insights that drove the Wellpark 
strategy were:

1.	 18-24s inhabit an on-demand, ad-blocked world, where 
they choose to consume content, rather than ads. 

2.	 Advocacy with young men is driven by discovery. They 
have to discover something for themselves or through the 
most trusted sources, not see it on the telly while watching 
Corrie with their mum!

3.	 80% of content shares are driven by just 20% of sharers



What was the 
media strategy?
Enabling Discovery: Creating a community of fans 
who watch, share, discuss and love Wellpark but 
first… discover it. This discovery would be in 3 stages:

1. Native Discovery
Giving Tennent’s superfans the chance to see it and share it 
first. Getting it in front of the heavy social sharers (the 20%). 
Teasing it in the offline world. Choosing the right partners for 
credible discovery.

2. Sponsored Discovery
Driving mass reach across paid social video channels. 
Reaching all 18-24 men on social.

3. Mass Discovery
Only when the above two stages are complete, using mass 
“old media” to drive up reach in relevant context and ensure 
some visibility beyond our core target.

.



How was  
the strategy 
executed?
The social diffusion graph is faster than ever before; 
within 3 or 4 days a piece of content will likely have 
had 50%+ of total shares. This audience moves on 
fast, so our media plan would execute the three 
Discovery phases over less than 2 weeks, reflecting 
the short life cycle of online content.

The media selection was video led, with Street-art the only 
non-video media type used. By Discovery stage, we used ...



Native  
Discovery
Targeting Early Content Adopters 

PR targeted influencers on Twitter & Facebook who shared 
the videos. Street art in Glasgow & Edinburgh teased the 
characters in the right urban locations. Video content was 
shared with existing Tennent’s fans on owned social channels.

Native ads ran across the web using Content Click’s native 
delivery platform. Every Scottish visitor to the LadBible 
website was served an integrated site-skin with an embedded 
Wellpark video, changing every few days to display new 
content, using the LadBible’s  
unmatched affinity with 
18-24 men and ability to  
create social buzz around a video. 



Sponsored 
Discovery

The sponsored discovery phase kicked in 4 days into the 
campaign as buzz on Tennent’s owned channels started 
to build. Paid video ads ran on Facebook, YouTube and 
Twitter as well as a tight group of relevant sites accessed 
programmatically. These 34 sites were chosen for their 
contextual relevance and included some of the sport and 
lifestyle sites shown below.



Mass Discovery 

In the Mass Discovery phase, the campaign ran on 
Cinema with ads tailored to the films they were 
running in. So a Mad Max creative ran before the Mad 
Max film, and a talking teddy bear ad ran in the Gold 
Spot before Ted 2 (the first time a Scotland-only 
advertiser had ever secured a Gold Spot)

The campaign was also extended to TV with a high 
profile 60” launch spot during the Champions League 
Final. This was supported by a series of TV ads 
created specifically to be contextually relevant to 
shows loved by our audience:

•	 Champions League Final: Security guy football video with a 
nod to the finalists in the closing frame

•	 C4’s Gadget Show: AyeWatch ad shows off Wellpark’s latest 
tech product

•	 8 Out of 10 Cats Does Countdown: The Square Sausage 
discusses conundrums

•	 Big Brother: Bobby & Paul discuss the ‘celebrities’ in the  
BB household

•	 C5 Cricket Highlights: Bobby & Paul provide a uniquely 
Scottish (mis)understanding of Cricket.



•	 Scotland V Republic of Ireland Euro Qualifier (Sky): a rousing 
half time speech from the head honcho of the Tartan Army 
to inspire the troops. Scotland were one down at half time 
but struck back for a vital draw.  
We can’t prove our Wellpark ad made the difference but 
we’re pretty confident it did!

Ads were simultaneously launched on social 
channels allowing the audience to comment and 
share. Ads continued on Social, Online Video, TV, 
Cinema & VOD channels until the end of the campaign. 

All 3 phases happened in less than 2 weeks, reflecting the 
short life cycle of online content. 

Over the course of the 10 week amplified campaign new 
content was released at the rate of 2 or 3 videos per week 
to maintain saliency and buzz. Wellpark was an energetic 
campaign that never stood still and kept the audience looking 
for more.

Reactive ads were also released depending on what was 
happening in the news. When the Fifa Scandal broke and 
executives were arrested in Zurich over breakfast, The 
Wellpark team had a video ad live on Facebook at 3pm that 
afternoon. This was only possible by having our account 
manager working in the same  
office as the digital  
creative agency and liaising  
closely with the client.



The Results
Wellpark connected with young Scottish men like 
no campaign before it. It created genuine social buzz 
and smashed engagement benchmarks for every 
platform. Some of the numbers:

•	 80%+ reach of 18-24 men at 13 OTS with paid videos 
•	 3.78million video views across all online media, an 

enormous figure when the target audience size of 232,000 
is considered.  

•	 An additional 3 million views on Cinema and TV delivered 
the scale.

•	 Thousands of comments, likes and shares; Newspaper 
articles, blogs and rants. 

Facebook alone generated over 1.7 million video views with 
an average engagement rate of 0.89%
•	 Likes:  29,939
•	 Comments: 7,071
•	 Shares: 9,383
The Facebook Relevance Score for Wellpark content was 9.2 
versus the all Facebook benchmark of 6.5.

YouTube delivered another 390,841 video views with a 
further 21,000 earned views and 8 different videos reached at 
least 20,000 views. Plus 982 likes and 836 shares.

Twitter added 81,484 video views  and 158,311 interactions 
with an engagement rate of 15.8%





With no other advertising running across the period, the 
campaign results for a well-established brand were truly 
astonishing. Amongst those aware of the campaign, every 
target was exceeded with Saliance and Buzz both more than 
doubling pre-campaign levels:

The Claimed last 7 days consumption equates to  
400,000 more pints of Tennent’s annually -  
genuine business growth from a content media strategy.
Amazingly spontaneous ‘Any Advertising’ Awareness actually 
dropped from 33% to 24%. A moment of concern?  The 
Wellpark campaign managed to do what many campaigns 
can only dream of, it engaged with the core audience and 
significantly changed their connection with Tennent’s without 
them actually realising they were being advertised to.

To watch the Wellpark videos go to https://youtu.be/
jPNQBO_4HFQ?list=PLuckcDFzA9N4c_XWiDce-Xpx_c-SWD3s2



in association with


